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It has been over 50 years since the topic of branding first appeared in the 
marketing literature. Research relating to destination branding has however 
emerged only since the late 1990s, with the first journal article published in 
1998 (see Pritchard & Morgan, 1998) and the first book published in 2002 
(see Morgan, Pritchard & Pride, 2002). While a growing number of academic 
tourism conferences have focused on ‘destination marketing’ as a theme 
during the past decade (for a list of proceedings see Pike, 2004), Gnoth 
(1998) claimed the special track he convened at the 1997 American Marketing 
Science conference, represented the first meeting of practitioners and 
academics on the topic of destination branding. The initiative of Macau’s 
Instituto De Formacao Turistica (IFT), in conjunction with Perdue University, 
to convene the first conference on destination branding, was thus new 
territory and a test of academic interest in the topic. Ultimately the decision 
was justified with around 100 delegates from 22 countries, including 
destination branding pioneers Pritchard & Morgan, travelling to the inaugural 
meeting.  
 
A feature of the conference was the quality of the key note speakers, most of 
who participated in every session in some form. Clearly an advantage of such 
a focused conference theme meant delegates enjoyed a range of 
perspectives on similar challenges faced around the world. Key notes 
included addresses from leading academics Alistair Morrison, William Gartner 
and Liping Cai from the USA, Annette Pritchard from Wales, and Bihu Wu 
from China. Industry views were provided by Don Anderson and Jonathon 
Day from the USA and representatives of the Macau Tourism Office and 
Korean Tourist Organisation. These presentations were made during two 
interactive panel sessions that examined destination branding cases from the 
UK, USA, Australia, Slovenia and Asia. 
 
The Macau location offered delegates the opportunity to reflect on the real 
world challenges facing one of the fastest growing destinations in Asia. Macau 
is undergoing what can only be described as rapid development, particularly 
in the gambling sector where government liberalisation, consumer demand 
and investments from Las Vegas developers look likely to ensure the island 
will soon rival the USA gambling leader in gaming receipts. At the same time 
Macau’s destination marketers are faced with the challenge of ensuring the 
cultural and heritage attractions are not lost to gambling in the development of 
an effective destination brand. At a regional political level, the Chinese 
government is fostering the development of the Pan-Pearl River Delta as a 
tourism macro region, with one of the challenges being to develop a 
cooperative destination brand for this region featuring nine mainland 
provinces, Macau and Hong Kong. 
 
The opportunity to network was another key feature since the conference was 
small enough for all delegates to meet the key note speakers at social 
functions and engage in debates during the paper sessions. The latter were 
held in a semi-formal atmosphere, where 37 presentations were made by 
academics and PhD researchers. Although the title of the conference features 
the twin themes of branding and marketing, it was the former that dominated 
discussions, indicating destination branding is ready to go it alone as a theme 
for future conferences. The diverse range of topics discussed was generally 
clustered around the following destination branding issues: 
 
– The role of government  
– Measuring brand equity 
– Stakeholder power 
– Tourist attraction system markers 
– Online branding 
– Relationship management 
– Perceived travel risk 
– Visitor satisfaction 
– Destination image and positioning 
– The role of the host community 
– Individuals as tourist icons 
– The emergence of low cost air carriers 
– Heritage and cultural tourism development 
 
The best paper awards were presented to T.S. Chan and Lai-cheung Leung 
of Lingham University Hong Kong and Kerry Chan of California State 
University for their work “Product brand associations – a reciprocal country-of-
origin effect on destination branding image”; and to Liang Tang, Soojin Choi, 
Alistair Morrison and Xinran Lehto of Perdue University for “A correspondence 
analysis of web-based tourism information about Macao in English and 
Chines: implications for the destination marketing and branding of Macau”. 
 
Conference co-chairs Fanny Vong and Liping Cai, along with Honorary chair 
Alistair Morrison are to be congratulated not only for the initiative, but also for 
the manner in which the conference was organised. This was an exceptionally 
well run event by the IFT and Perdue teams, and quite remarkable given most 
of the IFT staff who shouldered the workload were at the time of the 
conference also involved in their semester teaching. All sessions were held at 
the IFT, with lunches and gala dinner served in the training restaurant. An 
additional evening event was a feast of Portugese and Chinese cuisine at a 
local restaurant. Value added services provided to delegates were 
complimentary city tours and hotel shuttles. 
   
A recurring view expressed during the conference was the need for an annual 
meeting of the destination branding academic community to enhance the 
sharing of developments, research methods and challenges facing 
researchers and practitioners, in what Alistair Morrison aptly described as one 
of the hottest topics in tourism at the moment. Attendance at possible future 
meetings by anyone with an interest in destination marketing is highly 
recommended by this delegate. Copies of the proceedings CD are available 
for US$30 from Connie Loi (Email connie@ift.edu.mo). At the time of writing 
the conference website was located at http://www.ift.edu.mo/conference/.  
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